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Appendix B:  Sample Surveys

The following survey instruments are good examples of the many documents collected
from local and state agencies over the past few years.

1.  Point-of-contact surveys give immediate feedback based on one encounter with one
part of your agency.  They usually include questions about how were you treated by our
staff today.  Re-employment Resources of Frederick County, MD.  Page Appendix-26.

2.  Some surveys resemble the evaluation forms passed out at workshops and seminars.
They ask about the specific training or service the customer received and usually include
questions about the comfort of the training room and the eloquence of the instructor.  The
Western Missouri PIC has separate surveys for participants of general orientation ses-
sions, job search workshops, assessment, and on-the-job-training.  Pages Appendix-27 to
Appendix-30.

3.  Mail-back cards, such as those from the North Dakota Job Service, are inexpensive
and easy to use.  They are an excellent way to get short answers to basic questions.
Pages Appendix-31 to Appendix-32.

4.  The employer response survey from the New River/Mount Rogers Consortium,
Abington, VA, folds up to make its own envelope for ease of use.  Original is on legal-
size card-stock.  Pages Appendix-33 to Appendix-34.

5.  NOVA Consortium, Sunnyvale, CA, has a survey for every purpose:  pre and post
program, follow-up, individual course and activity evaluations, and employer and service
provider feedback.  Pages Appendix-35 to Appendix-40.

6.  The Enterprise Customer-Satisfaction Survey was a telephone survey conducted by
Westat, Inc. for the Enterprise Council as part of the process used to determine
whether or not program operators met the requirements for membership in the
Enterprise.  Pages Appendix-41 to Appendix-42.

7.  The JTPA Title II-A Customer-Satisfaction Survey from Social Policy Research
Associates was administered to thousands of participants as part of a major evaluation
of the Title II program commissioned by ETA in 1994.  Pages Appendix-43 to
Appendix-56.

8.  The survey developed by ARBOR, Inc. is being used by employment and training
programs nationwide.  It can be administered to participants more than once; early in
training to assess attitudes about the intake process as well as initial perceptions of train-
ing, and following termination to assess their reaction to training as well as the perspec-
tive of being in the work force when relevant.  It contains the two-dimensional grid of
“important” and “satisfaction” described earlier.  Pages Appendix-57 to Appendix-60.
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